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II.	  ABSTRACT	  
  
The research studies and measures the impact of several factors on purchase intentions of 
CSR-based telecommunication products/services in Slovakia. To be more specific, it 
investigates whether the purchase intentions are affected by the four variables, namely CSR 
awareness, trust of CSR, availability of information about CSR in Slovakia and willingness to 
pay premium price for CSR-based products/services. 
A quantitative survey launched electronically and questionnaires examined Slovak 
consumers’ purchase intentions of products/services produced by socially responsible 
companies. 
The purchase intentions were mainly influenced by CSR awareness and the willingness to pay 
premium price if the price increase is perceives as justifiable. On the other hand, the 
availability of information about CSR initiatives in Slovakia and the consumers` trust were 
not significant, therefore are not the direct influencers of purchase intentions of CSR-based 
products/service. 
 
Keywords: corporate social responsibility, purchase intentions, Slovakia 
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CHAPTER	  1:	  INTRODUCTION	  
 
Numerous researches and studies have been done on the subject of corporate social 
responsibility especially in last decades. There is no single definition of the concept of 
corporate social responsibility (CSR). However, it can be defined as “a business 
organization’s configuration of principles of social responsibility, processes of social 
responsiveness, and policies, programs, and observable outcomes as they relate to the firm’s 
societal relationships” (Wood, 1991).  
 
It has been suggested by large number of researchers (Crowther, 2003; Mohr and Webb, 
2005; Sen and Bhattacharya, 2001) that CSR has a positive influence on consumers` 
evaluation of the company/product/service and the willingness to purchase. One of the 
insights provided by the previous studies is that consumers reward the companies engaged in 
CSR activities. The rewards can be divided into two categories, namely transactional and 
relational. Transactional reward reflects consumers` greater willingness to purchase 
company`s products/services (Smith, 2003), whereas relational reward leads to long-term 
relationships and loyalty to a particular company (Du et al., 2007). 
 
The traditional view that the main purpose of business is to maximise profits is no longer 
accepted nowadays. Except profits, well-being of various stakeholders of the company, well-
being of the society as a whole, environmental, legal and ethical issues are taken into 
consideration. Accordingly, CSR is a key ingredient of companies `  marketing activities as it 
responds to consumers` expectations, improves corporate performance and reputation and 
affects positively environmental and ethical causes (Sen and Bhattacharya, 2001; Lii and Lee, 
2012).  
 
The study focuses on the involvement of the telecommunication companies in Slovakia in 
CSR activities and its impact on consumers` purchase intentions.  
The main purpose of the study is to analyse the impact of CSR on purchase intention in 
Slovakia as well as customers` perception and reactions to CSR activities taken by the mobile 
telecommunication companies. What is more, the extent of impact of CSR activities by 
mobile companies on purchase intentions will be investigated. 
This research contributes to the literature by analysing this area of literature and extending 
previous research in CSR field in a telecommunication industry in a particular country, 
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Slovakia. Secondly, this study may contribute to the understanding and development of CSR 
in Slovakia and thus help increase the effectiveness of CSR initiatives. 
 
In order to understand the real attitudes of Slovak consumers towards corporate social 
responsibility and its impact on purchase intentions, the current study examines previous 
research done about this topic as well as the variables that might have an impact on purchase 
intentions of CSR-based products/services in Slovakia. 
 
Before processing further with the study, the following research questions were formulated:  
 
1. Are Slovak consumers aware of the concept of “corporate social responsibility”? 
2. Do Slovak consumers consider companies’ social responsibility important when making a 
purchase decision? 
3. Do Slovak consumers trust telecommunication companies` promotional activities of CSR 
initiatives? 
4. Are Slovak consumers ready to pay more for a product/service which is produced by a 
socially responsible company? 
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CHAPTER	  2:	  LITERATURE	  REVIEW	  
2.1	  Conceptual	  definitions	  of	  Corporate	  Social	  Responsibility	  
One of the main questions of the businesses has always been whether the decision made 
should concern profits only or any other issues too (Mohr et.al, 2001). This is the reason why 
there is constantly growing number of studies about the issues of CSR and many definitions 
are embraced.  
 
By engaging in CSR activities, company will be perceived as responsible corporate citizen 
from both investors and consumers point of view. As mentioned before, the traditional view 
of business is to maximise profits. However, the traditional views are no longer accepted in 
today's business environment, where many companies have adopted CSR practices that are 
concerned with economic, environment, and social performance as oppose to profit 
maximisation only.  
 
The Triple Bottom Line (TBL) is a CSR concept that takes into consideration the impact of 
company’s operations on people, the planet and profits (Jonker & Witte, 2006, p. 4). The 
concept was developed by John Elkington in the middle of 1990s.  
The CSR concept of TBL at the same time reflects and balances economic, environmental and 
social goals of companies (Carter & Rogers, 2008). The purpose of taking these three factors 
into consideration is to guarantee the sustainability of both companies and societies at the 
same time. Therefore, profit of the company is not considered to be the only indicator of 
business performance.  However, the impact of the company’s operations on society and 
environment; and the expectations of stakeholders are taken into consideration (Global, 2002-
2006).   
 
One of the most often cited definition is Carroll’s model (1979). The main responsibility of 
any company is of economic nature, in other words to make profits. Apart of this main 
responsibility, there are three others that are described in Carroll`s pyramid. Companies are 
required to obey the rules, thus they have a legal responsibility. The last two are ethical and 
philanthropic responsibilities of a company to do what is right and avoid harm and contribute 
in effort to improve the quality of life. Carroll`s pyramid of corporate social responsibility is 
displayed in Figure 1.  
10  
  
Figure 1: Carroll’s Model 
  
Source: Sobon, J., Wolowiec, T. (2010) 
An important point to mention is that the ethical and philanthropic responsibilities are of a 
choice of a particular company, thus they are voluntary. The quote ``CSR begins, where the 
law ends`` (Carroll, 1979) seems very appropriate at this point. In other words, it is 
company`s engagement in social and environmental issues without the force of regulations or 
laws. 
The modern debate on CSR started in the USA in 1970. Nobel Prize winning economist  
Milton Friedman wrote an article stating that any company should not deal with any issues 
that do not increase shareholders value or do not maximise profits of the company directly. 
For Friedman, corporate social responsibility was a pure socialism (Friedman, 1970).  
 
This radical opinion started an on-going debate where some agreed and some disagreed. The 
two of the most important opinions expressed were by Thomas Mulligan and Bill Shaw. In 
their opinion, despite the costs of projects, companies should be socially responsible and 
should concentrate on emphasizing the practicality of CSR concept in the society as a whole 
(Poff and Waluchow, 1987, p. 46-57). 
 
It is difficult to define CSR in one sentence or with one definition only as the concept is 
widespread because of its extensiveness and number of different philosophies that differ from 
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business-ethics to sustainability. Subsequently, different approaches of CSR are pointed out in 
order to explain the definition and meaning. 
 
According to Kilcullen and Kooistra (1999), CSR can be defined as, “the degree of moral 
obligation that may be ascribed to corporations beyond simple obedience to the laws of the 
state” (p. 158).  
 
More recent study of Mohr, Webb and Harris (2001) defined CSR as "a corporation's 
commitment in minimising or eliminating any harmful effects and maximising its long-run 
beneficial impact on society." The authors noted in the study that socially responsible 
behaviours include numerous actions such as ethical behaviour, fair employee treatment, 
support of non for profit organizations, environment damage minimization. To sum up, 
socially responsible corporation considers all the effects of its actions towards people, society, 
environment and economics. 
Additionally, Kotler and Lee (2004) explain the term corporate social responsibility as, “a 
commitment to improve community well-being through discretionary business practices and 
contributions of corporate resources” (p. 3). 
 
In order to support the theoretical definition of CSR, practical view of CSR is necessary. 
According to European Commission (2006) CSR is defined as "concept whereby companies 
integrate social and environmental concerns in their business operations and in their 
interaction with their stakeholders on a voluntary basis" (p.2). 
2.2	  Stakeholders’	  theory	  
 
The research is based on the views of one of the most important external stakeholder groups, 
namely the consumers. There is a need for a deeper explanation of the term stakeholder.  
An important argument behind the motivation of firms to invest in CSR projects comes from 
the field of stakeholder theory (Argandona, 1998; Freeman, 1984; Post, 2003). Stakeholder 
theory suggests that organisational survival and success is contingent on satisfying both its 
economic (e.g., profit maximisation) and noneconomic (e.g., corporate social performance) 
objectives by meeting the needs and wants of the company's stakeholders (Pirsch, Gupta, & 
Grau, 2007). 
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The main stakeholders of any company are divided into primary and secondary. Primary 
stakeholders include company’s owners, employees, customers, suppliers. Secondary 
stakeholders are other interested groups such as consumers, media, lobbyists, governments, 
courts, competitors, the public and the society (Weiss, 1994, p. 32). 
The overview of all the stakeholders can be seen in Figure 2.  
 
Figure 2: Company`s major stakeholders 
 
 
Source: Freeman, 1984, p. 25 
 
Moreover, the theory suggests that the motivations the companies have to include other goals 
then the economic one (profit maximisation) comes as a way to satisfy the stakeholders 
demands (Maignan and Farrell, 2004). It is important to point out now that satisfying 
stakeholders’ demands goes hand in hand with a company's survival, economic well-being, 
competitive advantages, and the development of trust and loyalty among its targeted 
customers (Mitchell, Agle, & Wood, 1997).  
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2.3	  Consumer	  Behaviour	  towards	  CSR	  	  
 
The previously mentioned definitions of CSR are most often based on managerial point of 
view of what socially responsible company is and how it should act. However, little is known 
about how CSR topic itself as well as socially responsible companies are seen and perceived 
by consumers. 
 
The main CSR elements considered by consumers according to various previous researchers 
(Holme, Watts, 2000; Esrock, Leichty, 1998) are fairness and honesty of all business 
practices, workplace climate, human rights, community involvement, environmental 
activities, ethical practices and employees rights.  
 
What is more, positive relationship between company`s socially responsible initiatives and 
consumers ‘attitudes towards a company (as well as its products/services) and positive 
purchase intentions have been pointed out by academic researchers (Sen and Bhattacharya, 
2001; Klein and Dawar, 2004; Luo and Bhattacharya, 2006).  
 
Various opinion surveys have shown different effects of CSR on consumers. Ipsos study from 
1999 conducted in four countries, namely Germany, France, Italy and the UK revealed that 86 
% of 4000 interviewees would be more likely to buy products produced by socially 
responsible company (Swaen and Chumpitaz, 2008). 
 
The aim of this research is to examine if the purchase intentions of consumers are influenced 
by companies CSR activities. The focus was on exploring if Slovak consumers consider 
company`s CSR initiatives before making purchase decisions of any telecommunication 
product or service.  
 
Numerous studies have suggested that there is a positive relationship between company`s 
CSR activities and consumers' attitudes towards that corporation itself as well as and its 
products/services (Brown & Dacin, 1997; Creyer Ross, 1997; Ellen, Webb, & Mohr, 2000).  
 
As an example, Mohr, Webb and Harris (2001) research of the impact of CSR knowledge on 
consumers' attitudes and purchase intentions will be illustrated. The main goal of their 
research was to examine whether or not will CSR affect consumers` purchase decisions and 
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why. Their findings showed a significant relationship between CSR and consumer responses. 
Another similar research done by Sen and Bhattacharya (2001) indicated that CSR will 
directly affect consumers' intentions to purchase company`s products or services.  
There is sufficient evidence supporting the idea that investing in CSR projects will lead to 
positive for the companies in Western countries. This research proposes that companies in 
Slovakia can also maximise positive consumers’ responses to CSR programs. By 
understanding the concept of CSR, consumers demand for CSR activities in Slovakia and 
internal as well as external benefits for the company, managers can adopt CSR program 
dependent on the desired response from the consumers.  
2.4	  Suggested	  Model	  
 
The model used in this research is based on Carroll’s (1979) and Tian et al. (2011) model and 
focuses mainly on CSR activities that go beyond the main responsibilities of any business, 
thus philanthropic and ethical activities. These were the principal concern of the 
questionnaires carried out in Slovak market. 
 
Figure 3: Suggested Model 
 
 
 
Source: Based on Tian et al. (2011) 
The model above shows four variables that are important in CSR- consumer relationship and 
are the most likely to influence the purchase intentions of consumers. Namely these are: 
consumers` awareness of CSR issues, the trust consumers have in the CSR issues a company 
Consumers`  awareness  
of  CSR  
Consumers`  trust  in  CSR  
Availability  of  
informaAon  about  CSR  
Willingness  to  pay  
premium  price  
Purchase  intentions  
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is undertaking, availability of information about CSR issues and initiatives in Slovakia and 
last but not least the willingness to pay premium price for products/services produced by 
socially responsible companies. 
Based on these variables, the questionnaires and the hypothesis were developed. In order to 
have a clear picture of the model, the author gives explanations and develops four hypotheses 
based on the discussion given and the model. 
2.4	  a)	  Consumers`	  awareness	  of	  CSR	  
  
Based on the research carried out by various researchers (Bhattacharya and Sen 2003; Brown  
and  Dacin  1997;  Klein  and  Dawar  2004; Lichtenstein et al. 2004), it was suggested that 
individuals aware of a CSR initiative are likely to view the company as socially responsible. 
In the model, the awareness of CSR mainly focuses on whether Slovak consumers are aware 
of CSR initiatives in telecommunication industry. It has been suggested by Singh et al. (2008) 
that the awareness of CSR activities is different in each country and largely depends on the 
extent of economic development in particular country, on political situation and cultural 
background of a particular society. To conclude, the more the consumers are aware of 
company`s CSR initiatives and activities, the more they are likely to show positive attitudes 
towards the company (Tian et al., 2011). 
However, the lack of awareness of CSR activities may explain why CSR issues are not taken 
into consideration by consumers` purchasing products or services by various companies 
operating in telecommunication industry in Slovakia. Therefore, taking into consideration 
previous references, it may be concluded: 
Hypothesis 1: Awareness of the CSR initiatives will be associated with increased purchase 
intentions of company's products/services.  
2.4	  b)	  Consumers’	  trust	  of	  CSR	  
  
As defined in the Oxford dictionary, trust is a firm belief in the reliability, truth, or ability of 
someone or something (Oxford dictionary, 2012).  Additionally, the behaviour of a company 
should correspond with what has been promised to the customers. CSR initiatives and 
activities should be designed to improve customers, societal and environmental well-being. 
But, are the companies really taking into consideration their customers well-being? Do they 
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really care about the environment? Care about society? Or is it all just a marketing trick to sell 
more and increase profits?  
Previous research about trust in CSR has shown that socially responsible actions of companies 
lead to higher level of trust among customers (Maignan et al., 1999). To support this idea, 
research from 1999 of Ipsos will be illustrated. In the result of this survey, 89 % of all the 
respondents stated they would trust a company that shows real commitment to societal actions 
(Swaen and Chumpitaz, 2008).  
Hypothesis 2: Consumers` positive perception and trust of CSR activities will lead to positive 
purchase intentions. 
Consumers are more sensitive to negative CSR information about the companies, however. 
Numerous researchers (Sen and Bhattacharya, 2001; Mohr and Webb, 2005) pointed out that 
customers react strongly when it comes to company`s social irresponsibility. The 
irresponsible behaviour of the companies or misleading messages can lead to brand switching, 
negative perception and negative influence of other consumers. As it has been citied in many 
books and articles previously: ``It is cheaper to keep the existing customers, then to attract 
new ones. `` 
2.4	  c)	  Availability	  of	  information	  about	  CSR	  in	  Slovakia	  
  
Slovakia became a member of Euro Zone in January 2009. As a country, Slovakia too found 
itself in the crisis with 13.3 % unemployment rate in June 2012 (Trading Economics, 2012).  
As regards availability of information about CSR concept itself and CSR initiatives, four main 
parties are engaged in the process. These are namely Slovak government, media, companies 
itself and Slovak Business Leaders Forum.  
However, Slovak government is not very active in promoting and implementing CSR in 
Slovakia. There is no department or single position in any Ministry in Slovakia that would 
take care of CSR issues. Only some minor activities that are closely related with CSR are 
done by the Slovak Ministry of Labor, Social Affairs and family issues. ``Family-friendly 
employer award`` is issued every year.  
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One of the strongest means of information nowadays is media as it has the power to reach 
many consumers at the same time. However, in Slovakia, media has been identified as the 
biggest weakness when it comes to information availability about CSR. 
Hypothesis 3: Availability of information and knowledge about CSR activities of companies 
has an impact on purchase intentions. 
2.4	  d)	  Willingness	  to	  pay	  premium	  price	  
  
CSR	  and	  perceptions	  of	  fair	  price	  
  
Great number of research papers have been written about consumers` perception of high price 
for a product produced by socially responsible company and whether or the premium pricing 
is perceived to be fair (Crawford and Mathews, 2001; Bolton et al., 2003; Xia et al., 2004). It 
has been suggested that one of the main determinant of consumers` sense of price fairness is 
judgement of reasons for the higher price (Xia et al., 2004). In other words, if customers see 
justifiable reason behind the price, the price is perceived as fair.  
For purposes of this particular research, price fairness/ unfairness of socially responsible 
companies will be discussed. The price fairness is very likely to vary directly with the 
customers` perception of a company and the extent the company is perceived to be socially 
responsible by its consumers. Based on the previous statement, it can be pointed out that 
purchase intentions of premium price products/services produced by socially responsible 
company will be influenced by the price fairness perceptions, too.  
Big percentage of research on consumer reactions to higher prices has been centred on its 
consequences on purchase intentions. However, it has been discussed that other behaviours 
such as switching to a competitor, dissatisfaction, complains about the price increase are 
influenced by the way customers perceive the price (Xia et al., 2004).  
The perception of price fairness is expected to be connected to brand switching and complains 
once the price is perceived to be unfair. On the other hand, when consumers perceive a higher 
price to be fair, they will be less likely to switch to a competitor. To conclude, after having 
done research on price fairness, it can be said it is an important aspect of consumers’ reactions 
to price increase in case of socially responsible companies. It is indeed very important when 
talking about Slovak consumers due to the country’s economic situation. In Slovakia it is not 
only a case of willingness but the case of affordability, too.   
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Based on previous discussion a hypothesis can be concluded: 
Hypothesis 4: If the CSR-based price increase is perceived as fair, consumers are willing to 
pay premium price for products/services produced by socially responsible companies and 
purchase intentions increase. 
Table 1: Hypothesis overview 
Estim. results 
 
Accept 
 
Accept 
 
Accept 
 
 
Accept 
 
2.5	  Product	  category	  
  
For purposes of this research a single industry was chosen. The research has been conducted 
in Slovakia about CSR initiatives and activities in telecommunication industry. The research 
conducted about one single industry is more accurate and information was gathered easily as 
this is one of the main industries in Slovakia. 
CSR is only at its very beginning in Slovakia, which is another reason for the industry that has 
been chosen. There are three main companies operating in telecommunication industry in 
Slovakia, all of them multinational companies and all of them owned by foreign investors. 
The fact the companies are not Slovak is likely to be the reason for their shown concern for 
CSR issues and for conducting the CSR reports annually.  
Moreover, research has been situated in the capital city of Slovakia, Bratislava where all of 
the three above mentioned companies have the main Slovak branch. 
Hypothesis overview 
H1: Awareness of the CSR initiatives will be associated with increased 
purchase intentions of company's products/services. 
H2: Consumers` positive perception and trust of CSR activities will lead to 
positive purchase intentions 
H3: Availability of information and knowledge about CSR activities of 
companies has an impact on purchase intentions. 
 
H4: If the CSR-based price increase is perceived as fair, consumers are 
willing to pay premium price for products/services produced by socially 
responsible companies and purchase intentions increase. 
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2.6	  CSR	  in	  Slovakia	  
  
CSR began to be actively promoted in Slovakia since 2000, mainly by NGO 
organizations. The non-governmental organizations have remained key proponent of this 
concept.  What is more, in Slovak business sector, the key CSR promoters are multinational 
companies.  
On the other hand, the small and medium sized companies in Slovakia are not proactive in 
including the CSR practises in the everyday business operations.  
A survey of the representatives of small and medium-sized enterprises evaluating the 
perception of the concept and practice of CSR was conducted in 2010 by research agency 
FOCUS in collaboration with the National Agency for Development of Small and Medium 
Enterprises and the Pontis Foundation within the project "Responsible small and medium 
enterprises in Slovakia.“ (CSR SME, 2010) 
The survey was focused on awareness of CSR definition and meaning, the most important 
activities of CSR concept, the most important social and environmental issues from 
companies CEOs and employees’ point of view.  
Graph 1: Graph of CSR awareness of companies’ representatives in Slovakia 
 
(CSR SME, 2010) 
 
CSR  awareness  and  understanding  
no,  I  have  not  heard  about  
the  concept  and  its  
meaning.  
yes,  I  know  exactly  what  
the  concept  means  
yes,  I  know  more  less  the  
meaning  
I  have  heard  of  it,  but  I  do  
not  know  what  it  means  
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The companies of the asked business representatives who know exactly what CSR means (the 
national average is 9%), 13 % are the most likely to be based in the region around or in the 
capital city, Bratislava. 
The companies of the asked business representatives who are familiar with the concept of 
corporate social responsibility business, but only roughly about its meaning (the national 
average is 29%), the most companies are active in the field of public services (36%). 
The companies of the asked business representatives who are unfamiliar with the concept of 
corporate social responsibility (the national average is 48%) are the most likely to be the 
companies with 10 to 19 employees (52%) (CSR SME, 2010). 
As stated in the report, the respondents believe CSR has had internal benefits for their 
companies such as business sustainability; increase in productivity, quality and sales; 
competitive advantage; employee loyalty; reduction of costs; retention of qualified employees 
or financial improvements.  
As the main obstacles for adopting the CSR practices by more companies are considered to be 
the general costs of CSR projects as well as the lack of direct impact on financial success 
(Source: United Nations Development Programme, (2007). 
However, the research about understanding of CSR concept and practices in Slovakia from 
consumers’ point of view is missing. More detailed involvement of companies in CSR 
activities, perceived barriers and perceived internal and external benefits for companies 
adopting the CSR practices can be seen in comparison of three countries- Slovakia, Poland 
and Hungary in Appendix 9.1. 
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CHAPTER	  3:	  METHODOLOGY	  
 
A questionnaire survey was carried out to collect the view of consumers in Slovakia. As the 
study`s aim is to examine whether CSR has influence on consumers' purchase intentions in 
Slovakia, the target population included all of the consumers without referring to any specific 
consumer group. As all three of the telecommunication companies` main offices are in the 
capital city of Slovakia, Bratislava, the questionnaires have been collected there. Slovakia was 
chosen for this particular research as the author is the resident of the country. Thanks to the 
fact the author was familiar with lack of information about CSR concept and activities in the 
country as well as lack of research; the subject of the research is a contribution to the 
literature. Author`s idea was to find out how the consumers in one particular city (Bratislava 
in this case) respond to CSR initiatives done by telecommunication companies and whether 
they are familiar with the concept and meaning of CSR.  
The sampling method chosen for this research was convenience sampling. According to 
Business Dictionary, convenience sampling is a statistical method of drawing representative 
data by selecting people because of the ease of their volunteering or selecting units because of 
their availability or easy access (Business Dictionary, 2012).  The main reason of choosing this 
type of sampling method was that data was obtained easily and quickly on voluntary basis. On 
the other hand, the disadvantage of this sampling method is that the sample might not 
represent the population as a whole. In other words, the research is based on the views of the 
volunteers and therefore might be biased.  
A total of 100 consumers were selected as respondents. The questionnaires were distributed to 
consumers in Bratislava through Internet. First of all, social network was used, targeting 
students and professors in Bratislava with the request of filling in the research questionnaires 
for academic purposes. Pages of High schools and Universities in Bratislava were targeted. As 
the research was anonymous, the author got quite satisfying response. The survey was carried 
out in September 2012. 100 questionnaires were filled in and returned; and used for research 
purposes. All of the returned questionnaires were used as the fields were marked mandatory 
and were filled in properly.  
 
The questionnaire consists of six major sections plus socio-demographic information of each 
consumer. First section gathers information on consumers' awareness of the term and meaning 
of corporate social responsibility (CSR). This section covers some broad questions to acquire 
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the consumers` understanding of the term CSR, and the extent of importance of company`s 
CSR activities when making a purchase. The respondents who stated they were unaware of 
CSR were still included in the data analysis as one of the variables in research was awareness 
of CSR. The scales covering questions about awareness of CSR by the consumers in Slovakia 
were based on Tian et al (2011)`s article Consumer responses to Corporate Social 
Responsibility (CSR) in China published in the Journal of Business Ethics.  
Second section covers trust issues of consumers towards CSR activities engaged by the 
companies. The scales used in this section were inspired by Swaen and Chumpitaz (2008)`s 
article Impact of Corporate Social Responsibility on consumer trust.. This section`s main aim 
was to find out the way consumers see the telecommunication companies and the promotion 
of CSR activities. More importantly, researcher wanted to find out if companies` CSR 
campaigns are just a marketing trick or an honest attempt for improvement from consumers’ 
point of view. 
Section three gathers information about perceived knowledge of consumers about CSR; this is 
a subtopic of awareness of CSR. This section was used to get information about consumers’ 
knowledge of particular socially responsible companies in Slovakia and their CSR activities, 
initiatives and projects. 
The fourth section was focused on whether the information about CSR is available in 
Slovakia or not. What is more, the respondents had an opportunity to state if the information 
was available thanks to government initiatives or media coverage. This section`s scales were 
based on the previous research done by Pontis Foundation in 2010 in Slovakia. Thanks to this 
section author gathered information about consumers` interest in companies CSR annual 
reports. 
Section five was dedicated to another variable, willingness to pay premium price for 
products/services produced by socially responsible companies, to be more specific. The 
section`s scales were taken and modified from Perrini at al. (2009) `s article The Impact of 
Corporate Social Responsibility Associations on Trust in Organic Products Marketed by 
Mainstream Retailers: a Study of Italian Consumers. The main aim of this section was to find 
out how is the increased price of these products perceived by consumers and if the consumers 
look for the cheaper versions or take into consideration the reasons behind the higher price 
(CSR-based reasons in this case). 
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The sixth section covers purchase intentions questions. The main goal was to find out if 
knowing company`s CSR initiatives has positive impact on consumers` shopping preferences. 
The questions were adapted and modified from research done on Building Corporate 
Associations: Consumer Attributions for Corporate Socially Responsible Programs by Ellen 
et al. (2006). 
The last section focused on demographic information of the respondents such as gender, age, 
education level and status. Sections 1 to 6 were designed a five-point Likert scale ranging 
from "1" for "strongly disagree" to "5" for "strongly agree".  
The data obtained were analysed using the SPSS software, where descriptive and multiple 
linear regression statistics were used for the analysis. Descriptive statistics were used to 
analyse the socio-demographic data of the questionnaire such as the age, education, family 
status, and gender. 
3.1	  Sample	  characteristics	  
  
The age distribution of all the respondents is illustarted in the Graph X below.  
Graph 2: Age distribution of respondents 
 
Source: Based on questionnaires compiled by the researcher 
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As it can be seen in the graph, 64 % of 100 respondents belong into the age group ranging 
from 21 years old to 30 years old. 20 % of all the respondents fit in to the age group less than 
20 years old, 14 % belong into category of 31-40 years old and the last 2 % of the sample 
belongs into group 41-50.  
From the gender perspective, the respondents were divided relatively evenly. There were 48 
male and 52 female respondents. The percentage rate was divided as follows – 48 % and 52 % 
as shown in Graph Z. 
Graph 3: Gender distribution of the respondents 
 
Source: Based on questionnaires compiled by the researcher 
Another socio-demographic question respondents were asked was about their education 
background. Three education categories were stated in the questionnaires, namely High 
school/ Secondary education, Undergraduate diploma (BA/BSc) and Graduate 
(MA/MSc/PhD). As it can be seen from the Graph Z below, the proportion of graduate and 
undergraduate respondents is relatively even, 37 % and 36 %. High school or secondary 
education was ticked by 27 % of respondents. 
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Graph 4: Education background of the respondents 
 
Source: Based on questionnaires compiled by the researcher 
Lastly, the respondents were asked about current status. Five categories were stated, thus 
married, divorced, single, widow and other. The results were analyzed and put into Graph 5 
shown below.  
Graph 5: Family status analysis of the respondents 
 
Source: Based on questionnaires compiled by the researcher 
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As it can be seen from the Graph 5, 75 % of the respondent were single, the second largest 
group of 17 % were married, and 8 % of consumers belong to group other. None of the 
respondents belong to widowed group or to divorced group. 
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CHAPTER	  4:	  FINDINGS	  
  
In this section data from the survey are analysed. The survey contains a set of three to four 
questions that test both independent and dependent variables previously stated in the 
Suggested model. What is more, each of the variables represents one of the hypotheses tested 
in this research. 
As there are only initials or abbreviations of the variables used in the analysis, brief 
description of each variables follows: 
 
Table 2: Evaluated variables 
  
 
Variable Name 
 
Type of questions 
Number 
of 
questions 
CSR 
Awareness 
Are consumers aware of CSR initiatives of companies in 
Slovakia and whether they look for and/or consider this kind of 
information when making a purchase decisions 
  
3 
Consumers` 
trust of CSR 
Are CSR activities (environmental, social) in Slovakia 
promoted by telecommunication companies and are the 
promises brought to reality? 
 
3 
Availability of 
information 
about CSR in 
Slovakia 
Is the information about CSR available thanks to government 
initiatives or media coverage? Do the telecommunication 
companies in Slovakia publish CSR reports annually?  
 
 
3 
Willingness to 
pay Premium 
price 
Are the prices of CSR-based products/services perceived as 
expensive and is the increase of the price justifiable? Are 
consumers looking for the lowest price when purchasing 
telecommunication products/services? 
 
3 
Purchase 
intentions 
Do the company`s CSR activities have positive impact on 
shopping preferences of consumers in Slovakia? Did the 
consumers purchase CSR-base products/services recently or 
are they planning to? 
 
4 
 
Cronbach's Alpha coefficient was calculated to evaluate the reliability of the measures. 
According to Zikmund (2003) reliability is a degree to which measures are free from error and 
therefore yield a consistent result. The Cronbach's Alpha coefficient for the four independent 
variables (CSR awareness, consumers` trust of CSR, availability of information about CSR in 
Slovakia and willingness to pay premium price) and one dependent variable (purchase 
intentions) was calculated for each variable separately. According to the rule of thumb of 
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Cronbach's Alpha coefficient (Zikmund, 2003), the reliability of data set is acceptable if 
Cronbach's Alpha equals 0.7 or is higher. The results can be seen in tables below. More 
detailed results of reliability analysis in SPSS can be found in Appendix 9.3. 
Table 3: Reliability statistics 
 
 
 
Name of the variable 
 
Cronbach Alpha 
 
Awareness of CSR 
 
.818 
 
Consumers` trust of CSR 
 
.703 
 
Availability of information about CSR in 
Slovakia 
 
.716 
 
Willingness to pay premium price 
 
.703 
 
Purchase intentions 
 
.705 
 
Source: Compiled by the researcher in SPSS  
The results showed that every set of questions were reliable. Each set of questions were also 
tested through factor analysis to ensure the validity. Every set of questions` results were above 
.700, which means all the data is acceptable and reliable. 
 
What is more, results and definition of mean, variance and standard deviation were calculated 
in SPSS for each variable and put together in a Table 4. Detailed analysis of the simple 
statistics results for each variable will be discussed. 
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Table 4:  Simple statistics results 
 
 
Name of the variable 
 
Mean 
 
Variance 
 
Standard deviation 
 
Awareness of CSR 
 
9.22 
 
5.385 
 
2.321 
 
Consumers` trust of CSR 
 
6.47 
 
1.322 
 
1.150 
 
Availability of information about 
CSR in Slovakia 
 
6.35 
 
4.836 
 
2.199 
 
Willingness to pay premium 
price 
 
7.01 
 
1.727 
 
1.314 
 
Purchase intentions 
 
13.12 
 
5.480 
 
2.341 
 
Source: Compiled by the researcher in SPSS  
The mean of each variable reflects the respondents’ attitudes towards the variable. The 
variance is a measure of the dispersion of a set of data points around their mean value. 
(Investopedia, 2012). The variance is the average error between the mean and the 
observations made (Field, 2000).  The standard deviation shows the size of the range of 
answers. In other words, it can be said that standard deviation shows how well the mean 
represents the data (Field, 2000).   The results of standard deviation are fairly high compared 
to the mean in almost all cases. To sum up, a wide range of opinions by respondents on most 
of the questions were exposed.  
 
As seen from Table 4, mean of the first independent variable Awareness of CSR is one of the 
highest, stating that Slovak consumers are fairly aware of definition and concept of CSR. The 
data also reveals that the highest scores given by survey respondents were to purchase 
intentions of CSR based telecommunication products. In other words, knowing the product-
service was purchased by socially responsible company positively influences purchase 
intentions and decision making of consumers in Slovakia. On the other hand, consumers trust 
of CSR issues and availability of information in Slovakia show the lowest score. It can be 
concluded, that the information about CSR initiatives and companies CSR activities are 
perceived as not available enough to consumers. Moreover, consumers who know about 
socially responsible companies in Slovakia and their activities are not confident and do not 
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entirely trust their initiatives. The set of questions relating to higher price revealed that 
respondents perceive the price for socially responsible products/services as high. They were 
asked if the increased price for CSR-based products was fair and the mean of the responses 
shows a clear answer. Big part of the respondents’ ´´disagreed´´ with this statement.  
4.1	  Hypothesis	  testing	  
 
As the data`s results complied with the normally accepted requirements for data reliability and 
validity, the investigation of the results was successful. The individual questions in each 
question set were averaged in Excel to provide one variable only. Afterwards, each variable`s 
impact on purchase intentions could be measured. Each question set was combined and the 
average was calculated to disclose the mean of each variable tested. 
 
In following section linear regression analysis for each independent variable and dependent 
variable was conducted.  Linear regression is used when we want to predict the value of a 
variable based on the value of another variable (Laerd Statistics, 2012). In this case, the 
author seeks to find out if the four independent variables are the predictors of value of the 
dependent variable and thus test the previously stated hypothesis. Linear regression was run to 
measure the impact of the four independent variables (CSR awareness, trust of CSR, 
availability of information about CSR in Slovakia, willingness to pay premium price) against 
the dependent variable (purchase intentions). More detailed characteristics of linear regression 
resulted calculated in SPSS can be found in Appendix 9.4. 
In order to see the extent of impact of independent variables on dependent variable, the R 
Square value was calculated. The R Square value indicates how much of the dependent 
variable (purchase intentions) can be explained by the independent variables (Laerd Statistics, 
2012). In case of the first variable CSR awareness, almost 40 % of purchase intentions can be 
explained. In other cases, the percentage is lower. To be more specific, in case of Trust of 
CSR only 1 % of purchase intentions can be explained. As regards availability of information 
about CSR in Slovakia, 21 % of purchase intentions can be explained with this variable. The 
last independent variable, willingness to pay premium price, less than 14 % of purchase 
intentions can be explained by this variable.  
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Table 5: R Square results 
 
Variables  
 
R Square 
 
CSR Awareness  
 
.397 
 
Trust of CSR 
 
.001 
Availability of information about CSR in 
Slovakia 
 
.021 
Willingness to pay premium price  
.134 
 
Significance value was taken into consideration to find out if the observation reflects pattern 
or just a chance (Laerd Statistics, 2012). The ANOVA table reveals significance of 0.000 for 
independent variables CSR awareness and willingness to pay premium price which indicates 
these variables are significantly good enough in predicting the outcome of dependent variable. 
However, the results of significance of the other two independent variables- trust of CSR and 
availability of information about CSR in Slovakia show no significance as seen in Table 6. 
 
The regression was run at 95% confidence interval. The standardized coefficient beta was 
used as the best measure of impact of the four independent variables on the dependent 
variable. Theory explains that a higher beta value indicates a greater impact of the 
independent variables on the dependent variable (Field, 2000). The independent variables can 
be ranked according to the degree of the beta coefficient to determine which component has 
the most significant impact on consumers' purchase intentions and which on the other hand, 
shows no significant impact. 
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Table 6: Regression analysis coefficients 
 
 
Variables  
Standardized Beta 
Coefficients 
 
t 
 
Significance 
 
CSR Awareness 
 
 
.630 
 
8.029 
 
.000 
 
Trust of CSR 
 
.031 
 
.307 
 
.760 
Availability of 
information about CSR 
in Slovakia 
 
-.145 
 
-1.454 
 
.149 
Willingness to pay 
premium price 
 
-.366 
 
-3.892 
 
.000 
 
 
The independent variables CSR awareness and willingness to pay premium price for CSR-
based products/services were found to have a significance value p< 0.05. For this reason, 
these variables were significant and were included in the final model.  
 
The results of each of the hypothesis follow: 
 
H1: Awareness of the CSR initiatives will be associated with increased purchase 
intentions of company's products/services. 
 
Consumers` awareness of CSR concept and initiatives is the most significant factor that 
influences purchase intentions. With the beta coefficient of .630 the awareness of CSR is 
clearly the most important aspect that has an impact on CSR-based products/services purchase 
intentions. It can be concluded, the more aware the consumers are of company`s CSR 
initiatives and activities, the higher the purchase intentions are. The hypothesis is accepted. 
 
H2: Consumers` positive perception and trust of CSR activities will lead to positive 
purchase intentions. 
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With a significance level of 0.760 trust of CSR activities was not statistically shown to have 
an impact on purchasing intentions. As a result the trust variable was eliminated from the 
model. Even though it was shown in previous studies that socially responsible actions of 
companies lead to higher level of trust among customers, thus to higher purchase intentions, 
in this research other factors seem to have a more significant weight. The hypothesis was 
rejected. 
 
H3: Availability of information and knowledge about CSR activities of companies has an 
impact on purchase intentions. 
Availability of information about CSR was not found to have an impact on purchase 
intentions. In other words, whether information about CSR initiatives and activities of 
companies is available or not, does not influence the purchase intentions directly. Consumers 
might know about the CSR activities of a telecommunication company; however they might 
still choose products/services that are cheaper, with different attributes offered by not socially 
responsible company. The results show that this factor is only an indirect influencer on 
purchase intention and hence does not have a strong weight in the model. This can be 
explained by the fact that consumers in Slovakia are price sensitive and demand value for 
money (Lesakova, 2010). In other words, before taking into consideration CSR activities, 
consumers take into consideration the financial resources and more pragmatical side of the 
purchase of telecommunication products/services (attributes, bonuses, cost of calls, etc.). The 
hypothesis was rejected based on the results. 
 
H4: If the CSR-based price increase is perceived as fair, consumers are willing to pay 
premium price for products/services produced by socially responsible companies and 
purchase intentions increase. 
 
Willingness to pay premium price was found to be statistically strongly significant, reaching a 
significance level of .000. Although the majority of respondents perceived products/services 
produced by socially responsible companies as expensive, the statistical analysis of the data 
shows that most of them perceive the price increase as reasonable. As seen from the results, 
with the beta coefficient being the second highest, if the price increase is perceived as 
reasonable and justifiable, consumers are willing to pay the premium price and purchase 
intentions increase. The hypothesis is accepted. 
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The overview of the results of hypothesis analysis follows in Table 7 below:  
 
Table 7: Results of hypothesis analysis 
 
Estim. results 
 
Accept 
 
Reject 
 
Reject 
 
 
Accept 
 
After the results and hypothesis analysis, the adjusted model is: 
 
Figure 4: Adjusted model 
 
 
 
 
Hypothesis overview 
H1: Awareness of the CSR initiatives will be associated with increased 
purchase intentions of company's products/services. 
H2: Consumers` positive perception and trust of CSR activities will lead to 
positive purchase intentions 
H3: Availability of information and knowledge about CSR activities of 
companies has an impact on purchase intentions. 
 
H4: If the CSR-based price increase is perceived as fair, consumers are 
willing to pay premium price for products/services produced by socially 
responsible companies and purchase intentions increase. 
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CHAPTER	  5:	  DISCUSSION	  (Interpretation	  of	  findings)	  
 
The main objective of the research was to investigate what increases and/or influences 
consumers` purchase intentions of products/services produced by socially responsible 
telecommunication companies in Slovakia. The four variables that have been previously 
presented in the suggested model were analyzed. Each of the variables was shown to have a 
positive impact on attitudes of consumers towards CSR-based products/services, however 
only two of them were shown to have an impact on purchase intentions of these 
products/services.  
 
Additionally, the results of the analysis will be briefly presented and results of hypothesis 
testing will be discussed. According to the findings, there are two independent variables that 
have an impact on consumers` purchase intentions of CSR-based products/services. To be 
more specific, these are CSR awareness and willingness to pay premium price if the price 
increase is justifiable. On the other hand, the other two independent variables, namely 
availability if information about CSR in Slovakia and trust of CSR appear to have a non 
significant influence on purchase intentions of CSR-based products/services. It was surprising 
to find out the availability of information does not directly influence the purchase intentions. 
It might be explained that whether consumers perceive the information about company`s CSR 
activities are available or not, it does not necessarily influence their buying behaviour directly. 
They might take into consideration other aspects of products/services of telecommunication 
companies such as price, attributes, quality, value, safety. In this case, consumers motives are 
more ``selfish``, rather paying attention to one’s own interest than to more altruistic motives, 
that would show societal and/or environmental considerations. This can be explained by the 
fact that Slovak consumers are price sensitive and demand value for money. Consumers living 
in smaller towns have lower purchasing power therefore look for cheaper options when 
shopping (Lesakova, 2010). Even though the research was done in Bratislava (the largest and 
the capital city of Slovakia), 64 % of respondents were in the age group ranging from 21 to 
30, therefore most likely students or recent graduates. It can be assumed that the purchasing 
power of this group would be low and thus the availability of information results shows no 
significant direct impact on purchase intentions. Moreover, as stated in the methodology, the 
questionnaires were distributed to high schools and universities in Bratislava. Therefore, the 
respondents were most likely high school and university students and professors. As it can be 
seen from Figure 11, the net monthly income of a professor in Slovakia is considerably lower 
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than in any other European and non-European countries. This fact might again help to explain 
the rejection of the second and third hypothesis. The information might be available and the 
consumers might trust companies` CSR initiatives, however the economic situation does not 
allow them to think of CSR issues as a priority when making a purchase decision. In the case 
of this research, these two variables were shown as non- significant as regards purchase 
intentions of CSR-based products/services.  
 
Figure 11: Professor salaries- International comparison 
 
 
Source: Worldsalaries.org; 2007,2008 
 
The research showed that consumers` purchase intentions are highly influenced by CSR 
meaning and concerns awareness. The results were not different from previous studies done 
about impact of CSR awareness on purchase intentions by Tian et al., (2011); Bhattacharya 
and Sen (2003); Brown and Dacin (1997). When asked, most of the respondents stated they 
were aware of CSR meaning and the same respondents stated they took the CSR initiatives of 
telecommunication companies into consideration when purchasing products/services. The 
interesting point here is that majority of the respondents who are aware of CSR issues and 
take them into consideration were over 21, undergraduates or graduates.  
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Even though the availability of information was not shown as significant regards purchase 
intentions of CSR-based products/services in Slovakia, some interesting points were found 
out. High percentage of respondents stated both government initiatives and media coverage 
are very week in Slovakia and do not help to promote and increase awareness of CSR issues. 
These results are compatible with the previously stated facts discussed in section 2.4 c about 
availability of information, saying that government initiatives and media coverage of CSR 
issues are considered to one of the main weaknesses.   
 
In contrast with the stream of research (e.g. Swaen and Chumpitaz, 2008) that emphasize the 
trust of CSR is one of the main drivers of purchase intentions, findings of the research 
indicate trust was the least important fact influencing purchase intentions. This contrast might 
be explained by the fact most of the Slovak consumers (respondents) stated they do not agree 
with the fact the promotion of CSR activities are brought to reality by the telecommunication 
companies.  
 
Willingness to pay premium price was also found to be a statistically significant factor. This 
was related with the justifiable price increase and high number of respondents stated they felt 
the price increase for CSR-based products/services was adequate. Although consumers are 
price sensitive, especially under present economic conditions, they would be willing to pay 
more for products/services produced by socially responsible companies as they feel there is a 
reason for the price being higher. The results of the research are compatible with numerous 
previous researches done by Crawford and Mathews, (2001); Bolton et al., (2003) or Xia et 
al., (2004). 
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CHAPTER	  6:	  CONCLUSION	  
  
The main objective of research was to study and measure the impact and its extent of CSR on 
purchase intentions of consumers in telecommunication industry in Slovakia. The study 
investigates whether the purchase intentions are influenced by the four variables, namely CSR 
awareness, trust of CSR, availability of information about CSR in Slovakia and willingness to 
pay premium price for CSR-based products/services. However, it needs to be pointed out that 
the research was done in single geographic area only, more specifically in Bratislava. This 
fact leads to restriction of the results as the sample might not be representative for Slovakia. 
 
The aim of the research was to find answers to 4 research questions stated in introduction of 
the thesis. Additionally, the objective was to find out which of the four variables and to what 
extent influence the purchase intentions of CSR-based products/services in Slovakia. For the 
analysis to be complete, four hypotheses were stated and analyzed after collecting data of the 
respondents.  
During the study, the quantitative research methods were applied in form of online 
questionnaires sent to high schools and universities in Bratislava.  
It was found out that most of the respondents were aware of CSR concept and its meaning and 
big percentage of them is likely to consider CSR issues when making purchase decision. Even 
in the times of crises, respondents were willing to pay premium price for a product or service 
produced by a socially responsible company if the reason for price increase was justifiable. To 
sum up, consumers stated the price increase was justifiable for CSR-based products/services. 
However, high percentage of respondents stated they look for the lowest prices when making 
purchasing decision about telecommunication products/services. 
The concept of corporate social responsibility is relatively new in Slovakia and a lack of 
research from both companies and consumers’ point of view was noticed while doing 
research. Even though responsible thinking has become more known and popular, Slovakian 
consumers are not used to demand more responsibilities from companies then the actual 
products or services. To change this `old-fashioned` point of view; government should take 
initiative to promote and support the CSR concept. Another point is that media have to be 
more active in covering and promoting CSR activities of companies.  
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Moreover, more and more companies are taking initiatives of promoting CSR concept and 
activities, publishing CSR reports annually in order to increase public awareness. 
However, Slovak consumers and companies are slowly but surely realizing that being socially 
responsible means doing good for themselves as well as to whole society and environment.   
With some further research done, the current research in Slovakia examining the subject of 
CSR and its impact on purchase intentions could be beneficial first of all scholarly. As the 
awareness of CSR definition and concept should start at the educational level, this research 
might be used in order to illustrate some of the most influential studies done on this topic. The 
research can be taken further by suggesting the best ways to promote CSR issues and to 
increase awareness in Slovakia not only amongst students but in the whole society. What is 
more, this research might be beneficial for the telecommunication companies as they can get 
an overview of how they are perceived by customers and what kind of information customers 
have. As the companies have the time and financial resources, it would be easier for them to 
expand the research to Slovakia as a whole, use different sampling methods as well as have a 
more representative sample of respondents.  
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CHAPTER	  7:	  LIMITATIONS	  AND	  RECCOMMENDATIONS	  
 
The study has its limitations that are mainly related to the restriction of the sample of the 
study. The survey was carried out in a single geographic area, in the capital city of Slovakia, 
Bratislava, thus might be not representative of Slovak consumers in general. A more 
comprehensive analysis of the variables affecting consumers` purchase intentions would be to 
make a comparative analysis between frequent and occasional consumers of CSR-based 
products/services and the main differences between the consumption and influencers of the 
purchase intentions. What is more, a cross-cultural approach would be interesting to analyse, 
in order to understand the differences between consumers’ in different countries as regards 
CSR-based products/services. 
 
Another limitation of the study lies in the restriction of the study about one single industry for 
higher accuracy. Given more time for research, the study could be expanded and take into 
consideration more the one industry.  
 
According to Ilieva et al. (2002), there are several advantages of online questionnaires, such 
as low financial resource needed, short response time, and researcher’s control of the sample 
as the data can be directly loaded in the data analysis software. However, there are also 
limitations of this form of survey involved. As discussed in methodology, online 
questionnaires are based on convenience sampling therefore may not be representative. What 
is more, scales may create different response patterns, may be understood differently and may 
lead to misinterpretation of some questions. According to Taylor (2000), fewer people tend to 
pick extremes on scales when they see them. Furthermore, the demographic profile of internet 
users might not be a good representation of the general population (Ilieva et al., 2002).  
6.1	  Recommendations	  
 
Although this study has certain limitations, some of these offer opportunities for further 
research. First of all, the results should be interpreted with caution on the fact that the present 
research uses a convenience sampling causing an overrepresentation of some demographic 
and age groups. An interesting extension of this study would be to repeat it with a more 
representative sample. Secondly, only the classical CSR concept was used for purposes of this 
study. Several future directions for research might come up from this limitation. For example 
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assessment of the impact of the negative publicity for CSR, Corporate Social Irresponsibility 
or examination of different kinds of CSR initiatives might be a good extension of this study. 
All the above mentioned additions to the research will lead to a better appreciation of the 
consumer interpretations of CSR activities.  
Additional analysis on larger and more geographically diversified samples of Slovak 
consumers is recommended, in order to confirm the conclusions of the research and to offer a 
reliable proof about consumers purchase intentions. 
To sum up, with some further research done, the results can be used as guidance by company 
representatives to understand their consumers better and thus improve the communication of 
CSR activities. 
.  
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CHAPTER	  9:	  APPENDICIES	  
9.1	  Appendix1:	  Comparison	  of	  various	  CSR	  initiatives	  and	  concepts	  in	  
Poland,	  Hungary	  and	  Slovakia	  
Figure 5: Understanding of role of company in society 
 
Source: United Nations Development Programme, (2007) 
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Figure 6: Compared- future engagement in social projects 
 
Source: United Nations Development Programme, (2007) 
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Figure 7: Compared- Future engagement in environmental projects 
 
Source: United Nations Development Programme, (2007) 
 
Figure 8: Compared- Internal benefits from adopting CSR practices 
 
Source: United Nations Development Programme, (2007) 
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Figure 9: Compared- External benefits from adopting CSR practices 
 
Source: United Nations Development Programme, (2007) 
 
 
 
 
 
 
 
 
 
 
 
 
 
51  
  
Figure 10: Compared- Barriers to adopting CSR practices 
Per cent 
 
Source: United Nations Development Programme, (2007) 
 
 
 
 
 
 
52  
  
9.2	  Appendix	  2:	  Telecommunication	  companies	  in	  Slovakia	  and	  CSR	  
activities	  
 
There are three telecommunication companies in Slovakia, all of them being multinational 
companies. The companies publish CSR reports, taking into consideration all the aspects of 
socially responsible company, namely economic, environmental and social dimensions. In the 
following section the companies CSR initiatives will be introduced to show possible gap 
between the companies` initiatives and the perception of consumers about CSR activities of 
telecommunication companies in Slovakia. This introduction will be compared with the 
customers’ point of view later on in the analysis of results. Moreover, the awareness of these 
CSR initiatives and the means of promotion will be discussed later on. 
Company number 1 believes that telecommunication sector can provide solutions to the most 
important problems our planet is facing: by implementing information technologies 
productivity rises, education improves, health and energy costs fall and inclusion is promoted. 
The prioritisation exercise was carried out with the units in charge of managing the initially 
identified material aspects consisting of assessing impact on strategy and reputation. The 
results obtained confirmed the importance of various aspects such as privacy and data 
protection, safe use of the Internet by children and young people, and Green ICT. 
The exercise included all three dimensions and subcategories. Economic dimension included 
Supply Chain Responsibility, Integrity and Codes of Conduct, Safe use of the Internet by 
children and young people, Data Protection and Privacy. Social dimension included Diversity, 
Health and Safety, Digital Inclusion. Environmental dimension had these subcategories: 
Energy efficiency, efficient services, Green Innovation, Environmental Management 
(Telefonica, (2011).  
  
  
  
  
The results were put together in a matrix: 
Figure 12: Materiality matrix of Company number 1 
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Source: Telefonica, (2011)  
Company number 2 stated in the report in 2010 that it had long initiatives and objectives in 
three fundamental pillars of corporate responsibility and those were (Telekom, 2010): 
- Connect life and work that means company promotes a work-life balance. 
- Low carbon society: Aimed at reducing the production of pollutants generated by the 
company. Improvements are done through increased effectiveness in energy consumption, 
optimising workspace used, reducing fuel consumption and what is more, testing of 
alternative fuels in operation. 
- The main CSR-based activity since 2007 has been philanthropic project – Endowment Fund 
with an ambition – to open the world of information to everyone regardless of their health, 
age, social status or other form of discrimination. The Fund supports those activities that 
contribute to an improved standard and quality of living. The financial support is provided 
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through a grant program for organizations as well as directly to people with health problems 
(Nadacia Pontis, 2008). 
Company number 3 has been implementing corporate social responsibility principles into 
business since 2003. Four pillars of corporate social responsibility according to CSR report 
(Orange Slovensko a.s., 2004) are business principles; philanthropy and charity; rules for 
implementing the business principles (such as Environmental Management System 
procedures); reporting and independent auditing. 
The company pays lot of attention to employees` well-being and satisfaction. Therefore, Staff 
Grant program has been running since 2004 with the key objective to motivate the staff to 
develop voluntary activities.  
In 2007 the company joined the initiative of European Week of mobility. The main objective 
of the project is to promote sustainable forms of transport (public transport, bicycle 
commuting, commuting on foot, car pooling), that can help with improving the health and 
reduction of carbon traces (Nadacia Pontis, 2008).  
Parents often fail to realize the negative side of mobile phones used by their children. 
Research carried out about this topc shows that 62% of children in Slovakia use mobile 
phones and 81% of them have access to the Internet (Nadacia Pontis, 2008).  The company 
introduced information campaign “mobile phones and electronic communications: “What 
parents need to know”. The main aim of the campaign was to raise awareness of the possible 
risks that mobile phones might cause to children and to teach them how to use their mobile 
phones in a sensible and safe way.  
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9.3	  Appendix	  3:	  Reliability	  statistics	  
9.3	  a)	  Awareness	  of	  CSR	  variable	  reliability	  statistics	  
 
Case Processing Summary 
 N % 
Cases Valid 100 100,0 
Excludeda 0 ,0 
Total 100 100,0 
a. Listwise deletion based on all variables in the 
procedure. 
 
 
Reliability Statistics 
Cronbach's 
Alpha 
Cronbach's 
Alpha Based on 
Standardized 
Items N of Items 
,818 ,819 3 
 
 
Item Statistics 
 Mean Std. Deviation N 
CSR Awareness 3,49 ,969 100 
V3 3,11 ,898 100 
V4 2,62 ,838 100 
 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance if 
Item Deleted 
Corrected Item-
Total Correlation 
Squared Multiple 
Correlation 
Cronbach's 
Alpha if Item 
Deleted 
CSR Awareness 5,73 2,421 ,671 ,472 ,754 
V3 6,11 2,503 ,731 ,536 ,688 
V4 6,60 2,909 ,620 ,396 ,800 
 
 
Scale Statistics 
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Mean Variance Std. Deviation N of Items 
9,22 5,385 2,321 3 
 
9.3	  b)	  Consumers`	  trust	  of	  CSR	  variable	  reliability	  statistics	  
 
Case Processing Summary 
 N % 
Cases Valid 100 100,0 
Excludeda 0 ,0 
Total 100 100,0 
a. Listwise deletion based on all variables in the 
procedure. 
 
 
Reliability Statistics 
Cronbach's 
Alpha 
Cronbach's 
Alpha Based on 
Standardized 
Items N of Items 
,703 ,703 2 
 
 
Item Statistics 
 Mean Std. Deviation N 
CONSUMERS` TRUST OF 
CSR 
3,72 ,653 100 
V6 2,75 ,657 100 
 
 
Inter-Item Correlation Matrix 
 CONSUMERS` 
TRUST OF CSR V6 
CONSUMERS` TRUST OF 
CSR 
1,000 ,542 
V6 ,542 1,000 
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Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance if 
Item Deleted 
Corrected Item-
Total Correlation 
Squared Multiple 
Correlation 
Cronbach's 
Alpha if Item 
Deleted 
CONSUMERS` TRUST OF 
CSR 
2,75 ,432 ,542 ,294 .a 
V6 3,72 ,426 ,542 ,294 .a 
a. The value is negative due to a negative average covariance among items. This violates reliability model assumptions. 
You may want to check item codings. 
 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
6,47 1,322 1,150 2 
 
9.3	  c)	  Availability	  of	  information	  about	  CSR	  in	  Slovakia	  variable	  reliability	  statistics	  
 
Case Processing Summary 
 N % 
Cases Valid 100 100,0 
Excludeda 0 ,0 
Total 100 100,0 
a. Listwise deletion based on all variables in the 
procedure. 
 
 
Reliability Statistics 
Cronbach's 
Alpha 
Cronbach's 
Alpha Based on 
Standardized 
Items N of Items 
,716 ,712 3 
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Item Statistics 
 Mean Std. Deviation N 
AVAILABILITY OF 
INFORMATION ABOUT CSR 
IN SLOVAKIA 
1,98 ,804 100 
V12 2,18 1,058 100 
V13 2,19 ,873 100 
 
 
Inter-Item Correlation Matrix 
 
AVAILABILITY 
OF 
INFORMATION 
ABOUT CSR IN 
SLOVAKIA V12 V13 
AVAILABILITY OF 
INFORMATION ABOUT CSR 
IN SLOVAKIA 
1,000 ,432 ,293 
V12 ,432 1,000 ,630 
V13 ,293 ,630 1,000 
 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance if 
Item Deleted 
Corrected Item-
Total Correlation 
Squared Multiple 
Correlation 
Cronbach's 
Alpha if Item 
Deleted 
AVAILABILITY OF 
INFORMATION ABOUT CSR 
IN SLOVAKIA 
4,37 3,044 ,409 ,187 ,764 
V12 4,17 1,819 ,665 ,464 ,453 
V13 4,16 2,499 ,571 ,398 ,588 
 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
6,35 4,836 2,199 3 
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9.3	  d)	  Willingness	  to	  pay	  premium	  price	  variable	  reliability	  statistics	  
 
Case Processing Summary 
 N % 
Cases Valid 100 100,0 
Excludeda 0 ,0 
Total 100 100,0 
a. Listwise deletion based on all variables in the 
procedure. 
 
 
Reliability Statistics 
Cronbach's 
Alpha 
Cronbach's 
Alpha Based on 
Standardized 
Items N of Items 
,703 ,712 2 
 
 
Item Statistics 
 Mean Std. Deviation N 
Willingness to pay premium 
price 
3,03 ,674 100 
V16 3,98 ,816 100 
 
 
Inter-Item Correlation Matrix 
 
Willingness to 
pay premium 
price V16 
Willingness to pay premium 
price 
1,000 ,552 
V16 ,552 1,000 
 
 
Item-Total Statistics 
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 Scale Mean if 
Item Deleted 
Scale Variance if 
Item Deleted 
Corrected Item-
Total Correlation 
Squared Multiple 
Correlation 
Cronbach's 
Alpha if Item 
Deleted 
Willingness to pay premium 
price 
3,98 ,666 ,552 ,305 .a 
V16 3,03 ,454 ,552 ,305 .a 
a. The value is negative due to a negative average covariance among items. This violates reliability model assumptions. 
You may want to check item codings. 
 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
7,01 1,727 1,314 2 
 
9.3	  e)	  Dependant	  variable	  purchase	  intentions	  reliability	  statistics	  
 
Case Processing Summary 
 N % 
Cases Valid 100 100,0 
Excludeda 0 ,0 
Total 100 100,0 
a. Listwise deletion based on all variables in the 
procedure. 
 
 
Reliability Statistics 
Cronbach's 
Alpha 
Cronbach's 
Alpha Based on 
Standardized 
Items N of Items 
,705 ,713 4 
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Item Statistics 
 Mean Std. Deviation N 
PURCHASE INTENTIONS 3,72 ,922 100 
V18 3,31 ,761 100 
V19 2,93 ,714 100 
V20 3,16 ,801 100 
 
 
Inter-Item Correlation Matrix 
 PURCHASE 
INTENTIONS V18 V19 V20 
PURCHASE INTENTIONS 1,000 ,283 ,491 ,335 
V18 ,283 1,000 ,486 ,349 
V19 ,491 ,486 1,000 ,355 
V20 ,335 ,349 ,355 1,000 
 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance if 
Item Deleted 
Corrected Item-
Total Correlation 
Squared Multiple 
Correlation 
Cronbach's 
Alpha if Item 
Deleted 
PURCHASE INTENTIONS 9,40 3,091 ,475 ,271 ,660 
V18 9,81 3,549 ,471 ,272 ,654 
V19 10,19 3,388 ,602 ,383 ,583 
V20 9,96 3,514 ,442 ,197 ,672 
 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
13,12 5,480 2,341 4 
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9.4	  Appendix	  4:	  Linear	  regression	  analysis	  results	  
9.4	  a)	  CSR	  Awareness	  impact	  on	  Purchase	  intentions	  
Descriptive Statistics 
 Mean Std. Deviation N 
PurchaseIntentions 3,2750 ,58872 100 
CSRAwareness 3,0733 ,77355 100 
 
 
Correlations 
 PurchaseIntentio
ns CSRAwareness 
Pearson Correlation PurchaseIntentions 1,000 ,630 
CSRAwareness ,630 1,000 
Sig. (1-tailed) PurchaseIntentions . ,000 
CSRAwareness ,000 . 
N PurchaseIntentions 100 100 
CSRAwareness 100 100 
 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 ,630a ,397 ,391 ,45956 
a. Predictors: (Constant), CSRAwareness 
 
 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 13,615 1 13,615 64,466 ,000a 
Residual 20,697 98 ,211   
Total 34,313 99    
a. Predictors: (Constant), CSRAwareness 
b. Dependent Variable: PurchaseIntentions 
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Coefficientsa 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
95,0% Confidence Interval 
for B 
B Std. Error Beta Lower Bound Upper Bound 
1 (Constant) 1,802 ,189  9,524 ,000 1,426 2,177 
CSRAwareness ,479 ,060 ,630 8,029 ,000 ,361 ,598 
a. Dependent Variable: PurchaseIntentions 
 
9.4	  b)	  Trust	  of	  CSR	  and	  its	  impact	  on	  Purchase	  intentions	  
 
Descriptive Statistics 
 Mean Std. Deviation N 
PurchaseIntentions 3,2750 ,58872 100 
TrustCSR 3,2350 ,57496 100 
 
 
Correlations 
 PurchaseIntentio
ns TrustCSR 
Pearson Correlation PurchaseIntentions 1,000 ,031 
TrustCSR ,031 1,000 
Sig. (1-tailed) PurchaseIntentions . ,380 
TrustCSR ,380 . 
N PurchaseIntentions 100 100 
TrustCSR 100 100 
 
 
Variables Entered/Removedb 
Model 
Variables 
Entered 
Variables 
Removed Method 
1 TrustCSRa . Enter 
a. All requested variables entered. 
b. Dependent Variable: PurchaseIntentions 
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Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 ,031a ,001 -,009 ,59143 
a. Predictors: (Constant), TrustCSR 
 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression ,033 1 ,033 ,094 ,760a 
Residual 34,280 98 ,350   
Total 34,313 99    
a. Predictors: (Constant), TrustCSR 
b. Dependent Variable: PurchaseIntentions 
 
 
Coefficientsa 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
95,0% Confidence Interval 
for B 
B Std. Error Beta Lower Bound Upper Bound 
1 (Constant) 3,172 ,340  9,341 ,000 2,498 3,846 
TrustCSR ,032 ,103 ,031 ,307 ,760 -,173 ,237 
a. Dependent Variable: PurchaseIntentions 
 
9.4	  c)	  Availability	  of	  information	  and	  its	  impact	  on	  Purchase	  intentions	  
 
Descriptive Statistics 
 Mean Std. Deviation N 
PurchaseIntentions 3,2750 ,58872 100 
AvailabilityOFinfo 2,1167 ,73302 100 
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Correlations 
 
 PurchaseIntentio
ns AvailabilityOFinfo 
Pearson Correlation PurchaseIntentions 1,000 -,145 
AvailabilityOFinfo -,145 1,000 
Sig. (1-tailed) PurchaseIntentions . ,075 
AvailabilityOFinfo ,075 . 
N PurchaseIntentions 100 100 
AvailabilityOFinfo 100 100 
 
 
Variables Entered/Removedb 
Model 
Variables 
Entered 
Variables 
Removed Method 
1 AvailabilityOFinfo
a 
. Enter 
a. All requested variables entered. 
b. Dependent Variable: PurchaseIntentions 
 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 ,145a ,021 ,011 ,58543 
a. Predictors: (Constant), AvailabilityOFinfo 
 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression ,725 1 ,725 2,114 ,149a 
Residual 33,588 98 ,343   
Total 34,313 99    
a. Predictors: (Constant), AvailabilityOFinfo 
b. Dependent Variable: PurchaseIntentions 
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Coefficientsa 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
95,0% Confidence Interval 
for B 
B Std. Error Beta Lower Bound Upper Bound 
1 (Constant) 3,522 ,180  19,599 ,000 3,165 3,879 
AvailabilityOFinfo -,117 ,080 -,145 -1,454 ,149 -,276 ,043 
a. Dependent Variable: PurchaseIntentions 
 
9.4	  d)	  Willingness	  to	  pay	  premium	  price	  and	  its	  impact	  on	  Purchase	  intentions	  
 
Descriptive Statistics 
 Mean Std. Deviation N 
PurchaseIntentions 3,2750 ,58872 100 
PremiumPrice 3,5050 ,65711 100 
 
 
Correlations 
 PurchaseIntentio
ns PremiumPrice 
Pearson Correlation PurchaseIntentions 1,000 -,366 
PremiumPrice -,366 1,000 
Sig. (1-tailed) PurchaseIntentions . ,000 
PremiumPrice ,000 . 
N PurchaseIntentions 100 100 
PremiumPrice 100 100 
 
 
Variables Entered/Removedb 
Model 
Variables 
Entered 
Variables 
Removed Method 
1 PremiumPricea . Enter 
a. All requested variables entered. 
b. Dependent Variable: PurchaseIntentions 
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Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 ,366a ,134 ,125 ,55069 
a. Predictors: (Constant), PremiumPrice 
 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 4,593 1 4,593 15,146 ,000a 
Residual 29,719 98 ,303   
Total 34,313 99    
a. Predictors: (Constant), PremiumPrice 
b. Dependent Variable: PurchaseIntentions 
 
 
Coefficientsa 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
95,0% Confidence Interval 
for B 
B Std. Error Beta Lower Bound Upper Bound 
1 (Constant) 4,424 ,300  14,731 ,000 3,828 5,020 
PremiumPrice -,328 ,084 -,366 -3,892 ,000 -,495 -,161 
a. Dependent Variable: PurchaseIntentions 
 
 
